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Furthermore, marketing management is a process to meet the customer requirements and to gain maximum profit from managing all activities efficiently and dramatically while marketing is a way to connect customers to inform them about the products and services of the organization. Also, the definitions of marketing vary, which meant on the different perspective. Usually, it refers to particular target market to sell product and maintain the relationship.
LITERATURE REVIEW/FORMATION OF THE STUDY STRUCTURE
In order to describe the concepts of marketing, a study structure exhibited in Figure 2 and Table 3 . This structure is comprised on extensive literature review, intends to describe marketing process along with the description. After the literature review, it is affirmed, there are various definitions of marketing defined by various academic researchers over different times (Houston, 1986) . Eventually, the concept of marketing is not limited to advertising or promotion (Elimimian et al., 2006) rather, it is an art to identifying, creating and value delivery for the sake of customer"s satisfaction along with profit generation (Kotler, 2009 ). According to AMA Committee on Definitions (1960) marketing is a business activity which provides direction of goods from production to final consumer. According to Association (1985) marketing is a process for planning and execution of pricing and promotion as well as the distribution of goods/services to create exchanges and to satisfy the goals of individual and organization. Likewise, the new definition of marketing by AMA in 2007 expresses marketing as an activity involved processes to create communication, exchange offers, and to build value for customers, partners, society or client at large scale (Gundlach, 2007) .
Moreover, Elimimian et al. (2006) addressed that marketing performs various functions such as conducting marketing research, logistic management, integrated marketing, relationship marketing, consumer behavior, channels and distributions, personal selling, retailing, service marketing, managerial marketing, e-marketing, international marketing, merchandising, promotion and advertising, strategic marketing, and industrial marketing. According to Samo (2014) marketing program designed to meet the needs of global market. The marketing concept is related to assistance towards the identification of customers, satisfaction and retaining them (Burnett, 2008) . According to Burnett (2008) marketing is a process to satisfy organizational objectives as well as customer's needs and wants.
Marketing is an exchange process in which needs and desires of the human can be satisfied (Kotler and Cox, 1980) . According to Davidson (1972) marketing concept is associated with profit and strategy to get useful results.
Similarly, marketing is defined by earlier researchers in different perspectives. In the 1950s, the concept of marketing was associated with selling (Frank et al., 1972) . The focus of marketing concept also varies in different times where Frank et al. (1972) explained marketing as product focused rather than customer focused but Webster (1994) explained marketing as customer focused. According to Felton (1959) marketing is state of mind comprised coordination about entire marketing functions to produce the long-term profit. According to Konopa and Calabro (1971) marketing is the integration of all operational efforts which enhances sales volume and helps to achieve organizational goal. The definitions of Kotler (2009) and McCarthy (1960) were customer oriented and described as efforts to satisfy the consumer's needs and wants with profit maximization. According to Kotler (2009) marketing is a process where organizations strive to understand the needs and desire of the specific audience and then develop product accordingly. Marketing is an interpersonal and inter-organizational relationship involving an exchange (Stanton et al., 1994) .
PROBLEM INQUIRY AND METHODOLOGIES
For inquiry purpose, a simple questionnaire was formed, as given in Table 2 . Responses were collected through questionnaire distribution and personal interviews of 900 students of different colleges operating in Pakistan from September 2015 to January 2016. Surveys were distributed to intermediate students. Subsequently, 730 were found valid for further analysis, shows 81% accuracy in the rate of responses. Data were accumulated from few small cities of the Pakistan, including Okara, Pattoki, Phool Nagar, Chunian, Kasur, Raiwind, and Renala Khurd. The Data were obtained through visiting institutes, online request through group emails, and online questionnaire development through Google doc.
Additionally, some responses were received through social media and from official academic groups such as Wechat, Skype, and Facebook to get feedback from the students. Only known students were targeted for all types of social media. In this research, for the sake of problem inquiry, questions were asked comprised of ten items to record student's response. Regardless, some interviews of academic professional were also conducted including Professors, Taylor (1967) and many other books relevant to the philosophy of marketing and marketing management (MM) were studied. Likewise, various articles were accessed from known publishers, database, libraries, and journals in the field of management and most relevant articles were cited. In order to explain each element of the study structure, various studies were combined, as given in Table 1 while student"s responses are addressed in Table 2 .
The questionnaire was subdivided into two sections where first part based on demographic information of respondents such as age, qualification, city, gender and country. Second part based on respondent's perception about the research survey, as given in Table 2 . Only ordinal and nominal scales were used to get feedback.
Statistical Package for the Social Sciences (SPSS 19) and Microsoft Excel was employed to examine the data. In SPSS (Statistical Package for the Social Sciences), A is coded as "1', B as "2', C as "3', D as "4', E as "5', F as "6', G as "7', H as "8', I as "9'and J as "10". All data were collected in different parts at different times, which later organized in a single file of SPSS.
Notably, the purpose to collect this data is to make sure the proposed problem statement to realize the conception of the students from different geographic areas in the perspective of Pakistan. 
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DISCUSSION
In the current survey, as given in Table 2 and Figure 1 , it is found that 9.9% students perceived marketing as efforts to build brand image, but in fact, it is just an important part of the marketing process. Likewise, 42.3% students considered marketing only as organizational efforts to deliver message of product through multiple promotional tools such as electronic media, print media and all other tools, 7.1% students responded that marketing is a process to deliver on time and quality product to final consumer, 8.5% students answered by perceiving marketing as a tool to satisfy the needs and wants of customer/consumer. Likewise, we asked the question that marketing is a strategic process for value creation and 8.4% students were responded on this option, 7.9% were responding to consider marketing as the only process to create the long-term relationship with customer/consumers. Only, 4.0% respond with "none option", and 8.5% student's concepts belong to building brand image and deliver the message through multiple promotional channels, 2.9% students considered marketing as a process to create value for the customer and build the long-term relationship with them. Lastly, 5% students answered and assessed marketing as "all options".
The highest response is recorded about option 1, which indicated the common perception among students to take marketing as "organizational efforts just to deliver the message of product through multiple promotional tools".
Although the lowest response rate is about option E&F, indicated "marketing management as the process to create value for the customers and build the long-term relationship with them". Now, the representation of marketing concept is described below with the help of extensive literature review and interviews of the academic professional. It would allow obvious thought where the idea of promotional activities lies.
Thus, according to the current author's perception, the marketing philosophy is following addressed;
"Marketing is not limited to promotion of product; it is a complete strategic process, based on various interconnected activities/sub-processes that start from identification of needs and wants of customer/consumer till its satisfaction to create value, sustainability, and building long-term relationship with them along with organizational profit."
The above definition is further purified and presented below; "Marketing is a process to create value for the customer and build the long-term relationship along with profit maximization"
Figure-2. Division of marketing definition
The "value of customer' is defined as the "difference between actual price and willingness to pay" whereas, the long-term relationship could be stabilized by the provision of quality and timely product. It is also vital to delivering the product on time, and for that purpose, organizational supply chain including inbound and outbound logistic should be efficient. The study process is based on five different parts such as; situation analysis helps to understand the situation of market/environmental forces, marketing strategies, marketing mix strategy, implementation/control, and lastly evaluation for post-purchase decision. The detail description of each step is furnished below; 
BRIEF DESCRIPTION OF STUDY STRUCTURE
Situation Analysis
According to White et al. (2003) it is indispensable to understand the market situation in order to improve marketing decision. There are numerous techniques that management may utilize to examine the internal and external environment, also known as situation analysis which helps to learn the market position before entry. There are several studies could be adopted, including Porter's five forces and 5Cs analysis (Steenburgh and Avery, 2010) . According to Porter (2008) five forces analysis help to shape marketing strategies of the organization. According to Steenburgh and Avery (2010) SWOT analysis also contributes to understanding market situation. Thus, it is imperative before implementation of marketing strategy to understand market conditions. And, for that purpose, the 5Cs analysis is very useful based on five essential areas such as company, customer, competitors, climate and collaboration (Steenburgh and Avery, 2010) as presented below and Figure 10 .
In 1 st C, the organization tries to understand product line, culture, an image in market and technological situation of the enterprise. Subsequently, SWOT analysis is part of 1 st C and narrated as Strength, Weakness, Opportunity and Threat of rivals. In 2 nd C, the situation of the customer such as market size and growth, the consumer seeking benefits, consumer buying process, the frequency of purchase, the motivation behind the acquisition, and expectations were analyzed. The analysis related to competitors is also critical in which organization strives to realize its potential competitors, products, market shares, market strength and weakness of competitors. Climate analysis covered internal and external analysis where external analysis is further covered as PEST analysis (Political, Economic, Social, and Technological). Finally, last "C' narrated to collaboration; it is related to supply chain management, including distributor, supplier, retailers etc. Besides, it is the key method for an organization to understand the environmental situations.
Marketing Strategies
A strategy is a technique to overcome raised problem during different circumstances. Furthermore, researchers have been defined strategy in their ways and different contexts, like according to Ansoff (1987) the strategy is a
